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THE INFLUENCER OF DIGITAL MARKETING ON THE PURCHASE
DESION OF SPECIALTY COFFEE CONSUMERS IN BANGKOK
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Abstract

This research aims to study the purchasing behavior of specialty coffee
consumers classified by personal factors and to analyze the influence of digital
marketing on their purchase decisions in Bangkok. The study focuses on four key
strategies of digital marketing: social media marketing, influencer marketing, online
advertising, and content marketing. A quantitative research methodology was
employed, using a questionnaire as the main tool for data collection. The sample
consisted of 400 consumers residing in Bangkok who have experience purchasing or
consuming specialty coffee. The samples were selected through non-probability
sampling using the accidental sampling method. The research instrument was verified
for content validity using the Index of Item-Objective Congruence (I0C) and for
reliability using Cronbach’s Alpha coefficient. Data were analyzed using descriptive
statistics, including mean and standard deviation, and inferential statistics, including

t-test, ANOVA, and multiple regression analysis.

The findings revealed that consumers’ overall opinions toward digital
marketing factors were at a very high level, particularly social media marketing, which
had the greatest influence on their purchase decisions, followed by influencer
marketing, content marketing, and online advertising, respectively. Furthermore,
personal factors such as gender and average monthly income showed statistically
significant differences at the 0.05 level in consumers’ purchasing behavior. The
multiple regression analysis indicated that the four dimensions of digital marketing
could jointly predict purchase decisions at a statistically significant level. In conclusion,
digital marketing plays a crucial role in influencing the purchase behavior of specialty
coffee consumers in Bangkok, especially communication strategies through social
media and the use of credible influencers. The results can be applied in strategic
marketing planning to enhance target audience engagement and build long-term

customer loyalty effectively and sustainably.

Keywords: Digital Marketing, Purchase Decision, Specialty Coffee, Consumers, Bangkok
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AU Tdudanudunus @ suindunisdedulat segeldedAynneaia (Sig. < 0.05) lnslian
v v 6 a a Y a dy 14
avduiusand (R) = 0.565 warau150esuIeauwlsUTINYeImginssumMsandulatela
31.9% (Adjusted R? = 0.319) aumsanneeiilalusunsiuuiu Ae:

Decision Score = 1.970 + 0.077(Social Media) + 0.007(Influencer) + 0.291(Online Ads) +
0.166(Content)



10

dlefinsandiwusdaszurasin wudn nslavanesulal (Online Advertising)
ﬁ@w%waL%qmﬂqqqmiamsﬁﬂﬁﬂa%a (AduUsEAnS B ~ 0.350, Sig. = 0.000) T04ALNFD
MImanABaLiion (B = 0.204, Sig. = 0.000) ﬁqaaqﬁaﬁaﬁdmaasmﬁﬁ’aé’ﬁﬁ’mmﬂaaﬁﬁszﬁu
0.01 WoduUsn1N @2u n1snaianud edsaueoulal derdudsedns iduuan
(B ~ 0.085) willsisnnevgiituddymsada (Sig. ~ 0.098) MansaruIusHedinueoulatl
Pawadrnsiviuarauaule wililddmalasasaionisdnauladoogstaaulubeain
dmsungudiegned d1u nsmaiasudI8nina wuiilifisvinasgslideddnsonis
dindnlate (B ~ 0.010, Sig. = 0.849) I EuilnanguilsildFaduladomaemuugihuasdu
wLouwes usfsnntaduduannndt W Ussaunisalasadenindnuaiuusud ansadsna
auufisuil 2 Iisuniseeusu “viedan” Ao nslavanesulatuagnisnatnidaionn
fnnogdidoddnyiensinaulade vaefinisnmaiudedsaueoulatuasiidninadsli

natARulun1Eni
aAUs18NaN1SIYY

NANTITALYIOUNINTINT msmmma%ﬁaﬁwmmﬁwﬁmmmiﬁmﬁﬂagg@mLw\lﬁmw
uatlalldvinfunndiu Tnenslasanesulatuasnssaadaiden iuiafeiidmadaun
Foausonisnsduliiinmsde Tuvaeil manamsiudedsausoulatiay nsnainkiuld
viEa uliazdioadnmsduiuaramnuauls uwidildfemeriasndnduliAnnsdnaulate
Tvegnaditfoddgmeadflunguduilnaniuifivey waliddliduidusloanunfialy
Sledlnalanud i “domansy” wax “mi%’uilwiuﬁﬁLﬁm]’mﬁi’fagamq” 11INAIINT
lduihiannuaranIsuenvsenseadny

dmsvauuAgun 1 (Uadedinunna): Hainuinenguasselidananenginssuns
Fo donAdesnuNannIsVes Kotler & Keller (2021) Aiszyindadauszyinsaansidu

N

auupUkuunsusion Juilaeiiduievhausasimas@egaesnwniiamuduaig
A mMInlanazdiny 1nnIuALAToRY Feaudewazuslaadulszdn suzingusale

D=

v

fesvdateguoranesinuniasiisaguiusniuniedifesin vilinginssunisde
uanensfuegtetaay naldsiaenndasiuaures Kotler & Keller wagtnefuduinnisuus
daunaranuniasnlsiansandadeerguaz seladuddalunism naugndwdmunendn
(w1 Young Urban Professionals Pfieldsesunil)

dmivanufgiud 2 (MInaiadAdsia): mslieszdiiBednnuin mslavaneeulay
fi5vsnagegaiensinauladoniuiivey (B gegauasiitioddny) iesnnlawanseulat
anunsn Wdsnguithvnglansauassings duslargelnilagangioyhaulddunesids
Duvsedr nsuiulavaniinssiuanuaula (9u Wsludunseiuylnivesiruniu)
Jeilonafegaliaesdeldunn uunlduiaonadostuuufnues Chaffey & Smith (2022)
findninmsnanarudeRdvianuuzasnguiimneiiusEaniamgdlunsaiianissuiuas

N3AUN1348 A1 Content Marketing NfiBvEnasaan Naennasiiunagnsnisnaingn
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TviffunisianiFes (Storytelling) waznslviasgifinauauiguilaa Pulizzi (2019) sy
e ilasiounmauaraiduronususannsafiuaunniuuazussgslalunisdeves
andnlé nsdlvasnundiay enuieatu undeiian nszuaunissdn auamuoasEn dau
Fradnnmdnualnudsaviguazanuindedeliuusud WegnAiuesiuusudldle
neavSonuardeansisesmlad Atwnlfezadoiieduladsaumsaliun

Tuneanduiu NspanaE1u Social Media wag Influencers A NUAMUFURNUS LT

'
a o a

addndaiau erainaindnuvazianizveinguiegaiiidunonuniais fedauiuas
Usvaumsalfgsunuifiaveguds fuslnanguiis fwnmsdudeyauasyseiiug o
Fenules 1nninsadosmunsiaviieTvesiu nalldenndestunguinisuninszane
w¥nN35uvee Rogers (2003) fina1117 Early Majority azﬁmﬁu‘tﬁauugm%gaLLaszma
A anninsmugihauAniunie Innovators futfu uifledeaiifiowaydungueu
wosazdadnduluninisasninissuiuay community v0euusUs wadmsunsnszau i
1340939 Tunaugndn ey a1 0301t 2388 wadu 1w Tusluduilauls
Uszaumsainaaesdu msvendeuuuUnsetnlumjiiteuniisateslndidesiu Wus

Tasagy Msidedlduduin msmaiaddnadwmaronisdnauladeniunfiimads
Tnsiamgnagnsnmslavanesulatuaznisnainduiomiidmatanu luvuziinagnsde
HrusaulatuasiidvEnausifunumeisaianssuiuusud uidililitadedueliifanms
Fodmsuguslaanunfavdulngludeads wadlddofufurtesinsesdanuidiu
msnannuiaslulne wasdlidusenounafuitmaduninensiuiidesmaildnasse
vupReauAfesliaziasmsaaguasnngugnAdedinuesulatimugiuly

JDLEAUBLULIINUIY

UDLAUDWULITIFINA:

U 1 ¥ o

HANSANITATIUsENBUNSTIUNesluwailosadstirud Ay dunagns

NIAAIARINE LUAUNdIHAR D8R IBUINTIER AT

Wuanutudulunislavanseulay arsamuly delavuiesulal sl
UsgAnsan wunsvilawansuummuad imaneuuinannesugentey Wy Facebook,
Instagram uaz Google tilelridrdanguauvirausulniffiselfuiunaisiageddeonis
i Tasuuitlevnlavalifaganuadlanguil (du Welidudiadreuluyhe
violavnniedesiulnififiondnual) el nstwuanguidmnelavaniusiusiagsedia
993INTTUTHALNITHIAUTUALADE1IANAT

afrsassdnisnaadadonifinuaiuazaidla aswun Content Marketing
flazviougaufauardosrmvaauusudorneaida ievnarmudunmninueaniui widsdin
INwAINTINAS U Miol30ssvesnan/unTadvesiiu ieadisanudn “ddiusw’
wazideslssmaansuaifuguslng degratu nsiinleduddesninfunseasudaniu
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gy vselnaduysuszaun1salnisvy/msTuyiiayuessiu Wemndussleyd
wazthaulawalagdiglvignanidnuniuiuiusuiuaswesiuluaumiuusundsey

Tidedsmuosulmiifloairsyumu snmitmsnenss winadfeagnuinnisnainsiu Social
Media Tngmsslaliinasenisinauledoosreidedin wildvailinedadudemdoasdfay
fuanén fusznaunismsunanosuimanilunisaing gusuaudnniufivey sanninms
IwadueduaInses) Wu a319ngu Facebook %38 Line OpenChat ﬁm%’u@auhﬁaqmuw i
Anssurnausieuiindadunisaunul davaristieiasuausng uasinnsuensie
5782817 UINNINTINERL2YUNT I AT $0E19LRE7

USuUNnuImnves Influencer Tidudi gauninuazA1uyI@ode iloeannishy
Influencer M3lUealidwanninlunguasniuianizngy SrununaIniengianswand
Ausaseigatunuundudunudearsuusud winnildansmsawauiinaunlald
T feg1edu msldunTaniilon1dn §33inundens nseududiivesiu

A va = & A v LA A v YA '
NMunAERanRnizngy Jangduiiazdeansidnsslauazunveteduduslaaidmuneguinniy
11593 Influencer N muazasiagazyiliiiennisiustlunununiiuinin
wagasaNueiulaAnI LAY

1%’ﬂaqm§mmmm§$ﬁaqumammu (Integrated Digital Marketing) A353719tbKNY
nsmaelnsRaNNAuTasealatunddefuesaenades iloadaUszaunsalil
sorileslunn gnduita (Touchpoint) 1e9gndn Aeusdunisfuiuusudluaudsnsindulade
pneeg1ay 1alilavanesulaufsgaligndniiuwusud mudiensiaeunuasivie
unanuliignAneuiisinuunavesiiu wazaavneldlusludurin Influencer 3olunga
Tedaifionszdunisdonss madenlosnagndyndudide fudul wsvilignénldsuans
uarUszaunsaiuusudiidanuiaransild duialenialunisivdsuanaualalugniste
TNy

UDLEUDLULITIIVING:

Anwifatedug Wuduiionsfinademsdnaulate msunenseunmsidtliasoungu
Jadnu usegelalunisuilaa wu usegeladiuguain n1smiunn Specialty Coffee
dieuszaunisal vie simuasionudsBu wu ansldlareunasugniidusssumdnaynnsm
7dusssu {‘Jﬁ]a”fammﬁ/mﬁ]ﬁwaﬁiamﬁmﬁu%%aﬂﬂLLWﬁmwaEmﬁﬁfaéﬁzg nsfnefiy
atlidlanginsauguilneluiffiantuas seud iy

(% '
av Ao v A

YHVOUANTTAN Y UGN D UNTBNAUUTEYINTOU MUITeUTARTUANTINNY
= & = I Ao a v = = =2 Yoa a & A
Fodudladlvg TTausssunsuslaaemigi JsmsimsAnwinguduslaanuniiasluiug
d' ! a = v A 1 a ! 1 = ! [ -~ = =
au Wy YTuama vive vailedluglugiiniasneg egradedluid giin @1as iivelUSeuiiey
WANTINNISUSLNALALENTNATDINITNAINATATENT 19N Uil Ll 9 lng M enauT uniu
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SrurunUfuRdadonunkiutemnseulavuiouininnaneundu Suiauled
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v
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